The study explores the reasons for the slow adoption of Internet technologies in Omani private sector organizations. A survey questionnaire was used to collect data from 60 private Omani organizations. One of the main factors for not adopting internet technologies was that internet is not relevant to their business. An insufficient level of demand for purchasing through Internet, lack of availability of skilled employees and security concerns were cited as the main factors for not adopting Internet in Omani organizations. The study also reveals that negative attitudes of business decision makers about the use and benefits of internet maybe a major obstacle in adopting Internet in their businesses. Furthermore there is no correlation between the organization size and the adoption of the Internet. In addition to that, Omani businesses prefer face to face interaction with their customers.
Introduction
The emergence of Internet technologies has opened new opportunities for companies of all sizes to conduct business efficiently and effectively. Internet technologies have the potential to open up the global market thereby opening new doors for growth of organizations. The literature and research suggests that the Internet offers a number of benefits for organizations to compete at a national and international level. Despite of a number of benefits associated with Internet technologies, a number of companies in developing countries have been slow and conservative in adopting and subsequently slowing the diffusion of it. Our study also reveals that there are a number of reasons that contribute to the reluctance of adoption of Internet technologies. We aim to investigate the reasons for the slow intake of the Internet and related technologies and the adoption and diffusion of Internet in the Omani private sector organizations. We also wanted to identify factors inhibiting and facing Omani private sector organizations from adoption and use of Internet technologies. Although the research context is quite specific, it is believed that the findings will be relevant to other organizations in general and to developing countries in particular. The literature and research related to the use of Internet technologies in e-business and ecommerce activities has been dominated by an examination of its relevance to the enterprises in developed countries. However, there is a lack of research on companies in developing countries regarding this issue. Furthermore, most of the scarce studies that have been conducted in developing countries regarding the use of ICT (Information and Communication Technology) and e-business are based on anecdotal and case studies therefore very little statistical data is available (UNCTAD, 2004) . This research is an attempt to fill that gap and to gain a better understanding of why the adoption of Internet technologies has been slow in Omani Communications of the IBIMA 2 organizations, and identifying the various factors inhibiting its adoption by these organizations.
Benefits of the Internet Technologies
The literature review suggests that there are a number of benefits in adopting Internet technologies. According to Porter (2001) "the key question is not whether to deploy Internet technology--companies have no choice if they want to stay competitive". Porter (2001) implicitly stated that companies that are ignoring this powerful tool will not have the ability to compete successfully in the global business environment. Furthermore, Porter (2001) made a comparison between previous technologies and the Internet and argued that Internet technology provides "better opportunities for companies to establish distinctive strategic positioning than it did in the previous generation of information technology" (pp. 64). Czerniawska and Potter (1998) stressed that companies ignoring Internet technologies and e-business concepts may lose opportunities to gain a competitive edge. Also, Papaioannou and Dimelis (2007) found a positive and significant impact of ICT on productivity growth.
Companies can take advantage of the opportunities provided by Internet technologies in order to have direct links with customers, suppliers, and distributors. The Internet also enables companies to develop new products and services for new and existing customers (Walters and Lancater, 1999) . Marketing products and services to new customers and new markets can be a problem especially for SMEs (Small Medium Enterprises) due to the lack of experience and resources. However, the Internet offers opportunities for companies to market their products and services around the world without having to physically contact or advertise to customers (Karakaya and Karakaya,1998; Tiessen et al., 2001) . Organizations competing in dynamic competitive environments are struggling to achieve effectiveness and efficiency, implementation of Internet technologies may help those companies in this regard. Porter (2001) argued that the Internet is the most powerful tool available nowadays as it offers operational effectiveness via easing and speeding the transfer and exchange of real-time information. The four principal factors that make the adoption and diffusion of Internet technologies in the area of ebusiness and e-commerce attractive are: (1) reducing transaction costs (Kalakota and Whinston, 1996) ; (2) providing better services to customers (Barney, 1991) ; (3) meeting consumer demands (Chatfield and Bjorn-Anderson, 1997) ; and (4) creating efficient transactions (Mata et al., 1995) . Literature review suggests that the emergence of the Internet allows companies in general and SMEs in particular to compete efficiently and effectively in the national and international markets (Schmid et al., 2001 ).
Adoption of Electronic Business
The dissemination and acceptance of a new technology in a market or among parties in an industry is often referred to as diffusion (Rogers, 1983 ). The diffusion model developed by Rogers (1983) is represented by an S-curve model. The behavior of the company towards the diffusion of innovation ranges from innovators to laggards, deciding the steepness of the curve (Chaffey, 2007) . According to Rogers (1983) there is a continuum of approaches of how companies deal with technological innovation.
One approach to adoption is to be a leader in adopting new technology. Early adopters are always the first ones to make use of technologies to gain competitive advantage. However, the problem with being first in adopting technologies may turn to be the 'bleeding edge' due to the risk of failure (Bocij et al., 2006; Chaffey, 2007) . The early adopter approach can be characterized by high risk in the case of failure and high reward in the case of success since early adopters can gain an edge over their rivals. Usually there is small number of organizations who use this approach.
The second approach towards innovation diffusion is a conservative approach which means wait and see and do not adopt or use the technology until its benefits have been successfully demonstrated by other adopters (Bocij et al., 2006; Chaffey, 2007) . Generally, a majority of organizations wait and see until the technology get wide acceptance and they are convinced of the benefits of the use of technology.
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Barriers in Adoption of Internet and e-Business
Clarke (2000), Chen et al. (2006) , and Chaffey (2007) identified a number of barriers to ebusiness adoption such as: lack of established theories, instability of phenomena, variations in culture, low-level investments in IT, lack of resources and skilled workforce, and limited growth strategies. The adoption of Internet technologies and e-business by SMEs has been slower in comparison to large companies worldwide (Marshall et al., 2000) . Chaffey (2007) reported that 40% of SMEs in Europe did not have a web site and that majority did not use intranets, extranets, online purchasing or e-government services. In a survey conducted by Simes (2002) it was clear that SMEs lack ICT adoption due to the lack of awareness and knowledge of its benefits.
A research on electronic data interchange conducted by Iacovou et al. (1995) showed perceived benefits, organizational readiness, and external pressure barriers that affect rate of adoption. In addition to the above barriers, OECD (1998) identified two main reasons for SMEs not adopting e-commerce.
The reasons are unfamiliarity with the technology, and concerns regarding cost and security. UNCTAD (2004) found that low use of e-payments is due to security concerns. Furthermore, DTI (2000) conducted a survey across Europe to identify barriers to the development of online technologies. DTI (2000) found that set-up cost and running costs are the top two barriers. Also, lack of skills, resources and knowledge are among the other top barriers (DTI, 2000) . However, it have been argued that these barriers to the diffusion of Internet technologies in e-business and e-commerce vary considerably within various contexts, such as different cultures, countries and organizations.
Adoption of Internet and e-Business in Developing Countries
There has been a lack of research to investigate the barriers inhibiting the diffusion of the Internet in e-business and e-commerce in developing countries' organization. El-Nawawy and Ismail (1999) conducted a study of e-commerce adoption in Egypt. They found that the main factors that contributed to the lack of adoption of e-commerce in Egypt were awareness and education, market size, e-commerce infrastructure, telecommunications infrastructure, financial infrastructure, the legal system, the government's role, pricing structures, and social and psychological factors. Another study conducted by Kapurubandara and Lawson (2006) investigated the barriers inhibiting SMEs in Sri Lanka from adopting ICT and e-commerce. They proposed a framework which contains two kinds of barriers: internal and external. Internal barriers can be controlled by the company and include barriers such as lack of time and resources, and lack of awareness on the part of owner/manager. Also it includes cost and return on investment. External barriers cannot be controlled by the company and include barriers such as inadequate telecommunication infrastructure, social and culture, political and legal and regulatory factors. Both of the above studies have investigated barriers that inhibit the organizations in developing countries from adopting and utilizing Internet technologies in the area of e-business and e-commerce.
Background on Oman
Oman is a developing country located on the south east of the Arabian Peninsula. Oman is the second largest country among the Gulf states after Saudi Arabia. It is spread over 309,500 square kilometers and has a 1,700-kilometre coastline. Since the accession of Sultan Qaboos in 1970 to the throne, there has been remarkable progress in different fields such as economy, politics, education, and the civil services. The modernization and restructuring of the administrative systems of the civil service as a result of the continuous progress has been vital in term of the changing circumstances and future requirements. Oman enjoys a stable political, economic, and social system. Oman has achieved remarkable progress, both socially and economically, with the implementation of a series five-year development plans. Oman has a population of 3.1 million residents that sparsely populate the country at 8.6 inhabitants per km. A distinguishing feature of the country is its young population (ages 15 and under) which currently accounts for 50% of the total population. (Naqvi and Al-Shihi, 2009 ). This rise is a reflection of "the pace of progress through initiatives to build of ICT infrastructure, over electronic services and build capacity within the country to harness the power of technology" (Information Technology Authority, 2009).
Research Methodology
The aim of the paper is to investigate reasons for the slow adoption of the Internet and related technologies in the Omani private sector organizations. Furthermore, one of the objectives of the research is to identify factors inhibiting Omani private sector organizations from adoption of Internet technologies. A questionnaire survey was used to collect data from private Omani organizations. The survey questionnaire was used for the following reasons:
• The ability to detect relationships that are common across the organizations and to therefore provide general statements about the study (Gable, 1994 ).
• It exhibits considerable precision in collecting and reporting data (Bryman, 1996; Gonzalez, 1998; Remenyi and Williams, 1995) .
• It is considered to be an inexpensive approach to gather data (Remenyi and Williams, 1995) .
• It generally offers the anonymity that may lead participants to be more open and truthful (Al-Assaf, 1997; Al-Shuabi, 1991).
The use of the questionnaire also has advantage of overcoming many cultural factors. For example, it is part of the Arab culture that personal and family or business information should not be discussed outside the boundaries of the family or the company as such matters are viewed as being very private (Al-Qahtany, 1996) . The respondents, therefore, may hold greater credibility as they do not have to identify themselves or their organizations.
The questionnaire consists of six parts: size of the organization, views on the use of Internet, reasons for not adoption, plan for future adoption, and if so, what business applications they plan to use. The last section of the questionnaire was related to the Internet security concerns.
Data Analysis and Results
Data was collected from 60 organizations who have not adopted internet technologies. There is no official definition of SMEs in Oman. For the purpose of this research we use the following definition of SMEs also adopted by other studies (Kapurubandara et al 2006) Micro organization: less than 10 employees, Small Organization: between 10 and 50 employees, Medium organization: between 50 and 250 employees, and Large organization: over 250 employees.
Size of Organizations Figure 2 shows six statements that investigated participants' attitudes and opinions toward the Internet. Through these six statements we wanted to investigate if there is a direct linkage between the attitudes and opinions of decision making and the adoption of the Internet in their organizations. Do the respondents' attitudes and opinions influence the decisions that have been taken or will be taken regarding the Internet adoption? Figure 2 shows that more than 85% of the participants think the Internet is not suitable for their companies' use and 74% think that the Internet is only for technical people. Furthermore, Figure 2 shows 86% of the respondents disagree that the Internet is "an important way of conducting business". Figure 2 also shows that 78% of the respondents disagree that the Internet is "an important tool to enhance company image". Also, 86% of the respondents disagree that the Internet is "an effective communication tool" and 51% think that the Internet has little chance of success in their business.
Attitudes and opinions towards the Internet adoption
This suggests that negative attitudes and opinions regarding the Internet within the Omani organizations have led the decision makers not to adopt the Internet within the Omani organizations.
Figure 2: Opinions about Internet
Reasons for non-adoption of Internet Figure 3 show that 42% of organizations feel that Internet is not relevant to their business. While 40% of the respondents mentioned that there is insufficient level of demand for purchasing through Internet and 40% also mentioned that there is a lack of skilled employees to develop, maintain and/or use the Internet technology. About 32% have mentioned set up costs, 28% running costs, and 27% lack of implementation time as the main reasons for non-adoption. Also, 25% mentioned difficulty in integrating IT systems, 23% security concerns and lack of leadership, 22% lack of management support, and 20% have privacy concerns.
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Figure 3: Reasons for not adopting Internet Figure 3 shows that there are a number of barriers preventing Omani organizations from adopting the Internet. The five major barriers are: Internet is not relevant to their business, lack of skilled employees, insufficient level of demand for purchasing online, set up costs and running costs. Seventeen percent of the participants feel that face to face interaction with customers is the preferred mode to conduct business successfully within the Omani culture. Another influencing factor is the lack of qualified technical staff (lack of skilled employees) within the Omani organizations that are capable of implementing and maintaining Internet technologies. Figure 4 show that 73% of respondents have future plans for adopting Internet within next 3-5 years. It shows that for whatever reasons they may not have adopted Internet yet, but they realize the importance of using Internet in their business and are planning to introduce it within the next 3 to 5 years. 27% have no plans to adopt the Internet in the near future. 
Future plans for adopting Internet

Security of Payments
Security of online transactions is a major concern worldwide and Oman is not an exception. Figure 6 reveals that on aggregate 69% of respondents are not confident about online payment security. It also shows that 18% of correspondents feel that the online payment is not secure, 23% of the participants feel that the security needs to be enhanced, and 3% of the respondents feel that it is only partially secure. Also shown in Figure 6 is that 25% of the participants are not sure about the security of online and only 29% of the respondents think it is secure. This finding may be related to the other barriers facing Omani organizations in the implementation of the Internet technologies such as uncertainty concerning legal/regulatory framework for selling/buying over the Internet (shown in Fig 3) . The implication for decision makers and IT professionals is to enhance the security of online payment and to assure and educate the people about conducting online transactions. The implication for the government in Oman is to introduce the needed laws dealing with the issue in order to build and strengthen the trust in online business.
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Discussion and Conclusion
The study presented in this paper provides evidence that Omani organizations have been slow in adopting Internet technologies. One of the main reasons reported was that Internet is not relevant to their business. It seems that there is a lack of awareness of the benefits of using Internet. This finding is in line with other previous studies.
Generally, SMES are slow in adopting Internet for various reasons including lack of resources. However, one of the interesting results of the study is that about one third of large organizations in Oman have not yet adopted Internet in their business. This shows that there is no direct relation between the size of the organization and the adoption of the Internet in Omani businesses. This may be due to cultural differences.
There seems to be a cultural difference among the businesses in Oman as compared to the Western culture. Omani businesses regard face-to-face interaction with the customers as the best mode of conducting their business. Perhaps, as in other parts of world, the elder generation is not comfortable with using the Internet which may contribute to the lack of critical mass of people using the Internet for business. However, as the use of computers and Internet in general public is increasing, and the government's initiatives to digitize Oman and to provide services to its citizens and businesses are being implemented, we feel that the situation will change in the near future. This is evidenced by almost three quarters of the organizations have future plans for adopting the Internet in the next 3-5 years.
The study shows that in spite of not having adopted the Internet, yet, organizations realize the significance of using Internet in their business. Only a minority of organizations have no plans whatsoever to adopt the Internet in the near future. Organizations that plan to adopt the Internet would like to use it predominantly for marketing and supply chain management. Others would like to use the Internet for procurement and auctions. This shows that organizations in Oman have an awareness about the market opportunities the Internet can offer their business and have plans to use applications that can help their business become more competitive.
Security of online transaction is a major concern in Oman. Majority of respondents consider online payments to be rather insecure. Only a fraction of the respondents think it is secure. The Omani government is aware of this concern and is working to have a safe e-payment gateway for businesses and citizens. This will increase confidence in public and business to conduct online payment safely.
One the findings of the research seems to be there is a direct link between the attitudes and opinions of decision making and the adoption of the Internet in their organizations. Majority of the participants in those companies that have not adopted Internet think that Internet is not suitable for their companies' use and it is only for technical people. These results suggest that negative attitudes regarding the Internet have led the decision makers not to adopt the Internet within the Omani organizations.
